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6XOOLYDQ7DXEHU6RPHVSHFLILFVWXGLHVFRQFHUQLQJRQEUDQG OHYHUDJH WKURXJKRXWEUDQGH[WHQVLRQ WR
LPSURYHSHUIRUPDQFH6RERGK	6ULQLYDV9DQLWKD
9DQLWKD  IRFXVHV WKH VWXG\ RQ WKH FRQWH[W RI FKRLFH EHKDYLRXUDO LQIOXHQFH RI D QHZ EUDQG H[WHQVLRQ
LQWURGXFWLRQ LQVWHDG RI PXOWLSOH EUDQG H[WHQVLRQ 8VLQJ QDWLRQDO VFDQQHU GDWD DXWKRU H[DPLQHV WKH LPSDFW RI
FRQVXPHU¶VWULDORQSDUHQWEUDQGDQGUHXVHVWKHEUDQGH[WHQVLRQ7KHUHVHDUFKVKRZVSRVLWLYHLPSDFWVRIH[WHQVLRQ
WULDORQFKRLFHRISDUHQWEUDQGDPRQJQRQXVHUVDQGLWVLQIOXHQFHRQPDUNHWVKDUH9DQLWKDDOVRILQGDSRWHQWLDO
QHJDWLYH LPSDFW RI PXOWLSOLFDWLYH LQYHUVH RI XQVXFFHVVIXO H[WHQVLRQ ,Q RWKHU ZRUGV WKH VLJQLILFDQW LQIOXHQFH RI









$DNHU  DQG 7DXEHU  PHQWLRQHG WKDW WKH EUDQG QHHGV D OHYHUDJH EHFDXVH LWV H[SOLFLWO\ DQG
XQDPELJXRXVO\ UHSUHVHQW DQ RUJDQL]DWLRQ DVZHOO DV SURGXFW7KLVPHDQV WKDW WKH UROH RI EUDQG LV D EORRGRI WKH
FRUSRUDWH%UDQGKDVWKHLUFKDQFHWRGHYHORSH[WHQVLRQLQRUGHUWRPD[LPL]HYDOXHRIWKHFRUSRUDWHDQGPLQLPL]HWKH
ULVNDFFRUGLQJO\ ,QFDVHRI WRXULVPSURGXFWDQGVHUYLFHVH[SHULHQFHFRXQWU\EUDQG LVRSHUDWLRQDOL]HGDQGIXVHG
*QRWK)RU WKH ORQJ UXQZKHQ WKHPDUNHWLQJHQYLURQPHQW FKDQJHV VXFKDV VKLIW LQ FRQVXPHUEHKDYLRXU
FRPSHWLWLYHVWUDWHJ\DQGJRYHUQPHQWUHJXODWLRQZLOODIIHFWWKHIRUWXQHRIWKHEUDQG.HOOHU
,W FDQ EH FRQFOXGHG WKDW UHYLWDOL]DWLRQ DQG SURFHVV RI HPHUJHV RI WKH FLW\FRXQWU\ EUDQG DVVRFLDWHV YLVLWRU¶V
H[SHULHQFHZLWKSURGXFWVDQGVHUYLFHV7KHOLQNWRXVHVXFKIDFLOLW\OLNHDPXVHPHQWDQGH[KLELWLRQDVHYHQWPDUNHWLQJ
LVYHU\LPSRUWDQW
2.2 Study on Event Marketing 
/LWWOH VWXG\ FRQFHUQLQJ RQ WKH HYHQWPDUNHWLQJ LQ UHODWLRQ WR EUDQG OHYHUDJLQJ VWUDWHJ\0RLVH HW DO  
PHQWLRQHGWKDWHYHQWVLVDQRQVWDQGDUGVHUYLFHVZKLFKLVFUXFLDOO\UHTXLUHGE\WKHSURYLGHUWRUHDFKWKHSDUWLFLSDQWV






D VWUHQJWKHQLQJEUDQGSRVLWLRQLQJDQG LPDJH E HQJDJHFRPSHWLWRU¶V FXVWRPHUV EUDQG VZLWFKLQJ F VKRZRI
SRZHUFRPSDUHGWRFRPSHWLWRUGPDLQWDLQDQGLPSURYHFXVWRPHU¶VOR\DOW\)XUWKHURQPDQDJLQJWKHHYHQWQHHGV
WKH ZHOO GHVLJQ RQ RUJDQL]LQJ WKH HYHQW WKDW FDQ EH GRQH WKURXJK WKH IRXU VWHSV GHFLVLRQ GHWDLOHG SODQQLQJ







WKH H[SHULHQFH RI ,WDO\ %HOORVR  6WDWLVWLF VKRZV WKH UDLVH RI YLVLWRUV LQ IRXU FLWLHV RI ,WDO\*HQRD7XULQ
3LDFHQ]DGDQ9HQLFHZLWKLQFUHDVHE\DQGLQWKHSHULRGVRIVG5L]]L	
'LROL
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2.3 Conceptual Framework 
7KHFRQFHSWXDO IUDPHZRUNRI WKLV UHVHDUFK LV GHYHORSHGZLWK DLPV WR DQVZHU WKH UHVHDUFKTXHVWLRQV)LJXUH
SUHVHQWV WKH IUDPHZRUN WR LGHQWLI\ WKH IDFWRUV WKDW LQIOXHQFH WKH EUDQG /HYHUDJH RI %DQ\XZDQJL WKURXJK HYHQW
PDUNHWLQJ
2.4 Hypotheses 
7R LGHQWLI\ WKH FDXVDO UHODWLRQVKLSEHWZHHQ VSRUWV HYHQWV FXOWXUDO HYHQWV DQG UHOLJLRXV FDUQLYDO WRZDUGV EUDQG
OHYHUDJHRI%DQ\XZDQJLIROORZLQJDUHWKHK\SRWKHVHV
+DEvent MarketingRIVSRUWDFWLYLWLHVLQIOXHQFHSRVLWLYHO\WRBrand leverage of %DQ\XZDQJL
+DEvent Marketing RI &XOWXUDO DQG DUW H[KLELWLRQ DFWLYLWLHV LQIOXHQFH SRVLWLYHO\ WR %UDQG OHYHUDJH RI
%DQ\XZDQJL
























7\SHRIWKHUHVHDUFKLVexplanatory research by ZKLFKWKHUHVHDUFKLQYHVWLJDWHDQGWHVWLQJWKHK\SRWKHVHVWRZDUGV
WKHGHSHQGHQWIURPLQGHSHQGHQWYDULDEOHV$DNHU'DYLG.XPDU	'D\7KLVUHVHDUFKLQYHVWLJDWHRIFDXVH





























3.2 Population and Sampling Method 
3RSXODWLRQLQWKLVUHVHDUFKLVWKHSHRSOHZKRLQYROYHGLQWKH%DQ\XZDQJL)HVWLYDO3XUSRVLYHVDPSOLQJKDYH
EHHQXVHGWRWKLVUHVHDUFKZLWKVDPSOHZDVGUDZQEDVHGXSRQWKHQXPEHURILQGLFDWRU-RVHSK)+DLUHW
DO  7KH VDPSOH PXVW PHHW WKH IROORZLQJ FRQGLWLRQ  DW OHDVW RQFH YLVLW HYHQW RI VSRUW FKDPSLRQVKLS
H[KLELWLRQDQGRUUHOLJLRXVVSHHFKVWD\IRUDZKLOHLQ%DQ\XZDQJLGXULQJWKHIHVWLYDO
7KHTXHVWLRQQDLUHVZHUHGLVWULEXWHGE\ VWXGHQWV WR WKH UHVSRQGHQW DW RQHSHULRGRI WLPH FURVV VHFWLRQGXULQJ
6HSWHPEHU2FWREHU7KHVWXGHQWVDVNLQJSHUPLVVLRQWRUHVSRQGHQWWRILOOWKHTXHVWLRQQDLUHDQGZDLWXQWLOLWKDV
EHHQFRPSOHWHG
3.3 Metods of Analysis 
/RJLVWLF5HJUHVVLRQ/RJLWKDVEHHQXVHGWRDQDO\]HGDWDDQGWHVWWKHK\SRWKHVLV+RVPHUDQG/HPHVKRZ








PDUNHWLQJ ;DQG; HYHQW FXOWXUDO H[KLELWLRQ ;WR; DQGHYHQWRI UHOLJLRXV ;DQG;8VLQJPD[LPXP
VLJQLILFDQWOHYHORIWKHOLNHOLKRRGRQWKHOHYHUDJHDUHPHDVXUHG
 )LQGLQJVDQG'LVFXVVLRQ















4.2 Hypotheses Testing 
7DEOHSUHVHQWVWKHRXWSXWRI/RJLWDQDO\VLVRQLQIOXHQFLQJIDFWRUVRIEUDQGOHYHUDJHLQ%DQ\XZDQJL6L[W\VL[








EUDQG RI%DQ\XZDQJL LV DOVR SUHVHQWHG LQ7DEOH 2QO\ WZR RXW RI  YDULDEOHV LQGLFDWHG WR KDYH LQIOXHQFH RQ
SUHGLFWLQJ WKH OHYHUDJHRI WKHEUDQGRI%DQ\XZDQJL WKURXJKHYHQWPDUNHWLQJ)LUVWO\7RXUGH ,MHQ LQIOXHQFHV WKH
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